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Abstract 
The wide use of Internet and the advancement in information and communication technologies have significantly 
changed the way business is conducted. Over the last decade or so online shopping tendency has increased all over 
the world. Hence, the purpose of this study was to investigate the impact of customer service quality, system quality, 
information quality, security &privacy quality, website quality, convenience quality, economic value quality and 
empathy quality on customer's satisfaction and loyalty "the case of online Jordanian customers". The study is based 
on a set of null hypotheses that hypnotizes no significance impact of these qualities on customers' satisfaction and 
customers' loyalty. A quantitative approach is used and relevant data was collected through structured questionnaire 
distributed to residents of Jordan. The relevant responses of subjects for the study consisted of 680 people. SPSS 
version 16 was used to for data analysis. Descriptive and inferential statistics were used for data analysis.  
Statistical tools were aligned with objective of the research. For this purpose, frequency tables, percentages, means 
and standard deviations were computed and then substantively interpreted. Inferential statistics like Pearson 
product moment correlation coefficient (r) and linear regression were used to determine if there is a significant 
positive relationship existed between the independent variables and the dependent variables. The findings indicate 
that customer service quality, system quality, information quality, security &privacy quality, website quality, 
convenience quality, economic value quality and empathy quality  were found to be  positively correlated and 
claimed statistically significant relationship with customers' satisfaction and customers' loyalty. Analysis and 
interpretations made at 0.05 level of significance. The study concluded that the impact of these variables is 
differentials as per customer's perceptions. Furthermore, service providers should concentrate on all e-service 
qualities to satisfy customers and earn their loyalty. Strict adherence well enable e-service providers to gain online 
competitive advantage and sustain their businesses in the virtual environment.   
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1. INTRODUCTION 
Now days, the field of e-service is growing fast in most emerging economies all over the world.  Internet has 
dominated and facilitated most business activities and transactions. According to ( Li et al.,2009) the rapid 
development of information  and communication technology, the wide spread of internet, and the availability of 
World Wide Web (WWW) have all become critical and necessary tools in business, therefore has a major 
influential impact on business world. Internet has changed the way businesses interact with their customers. The 
internet has become an important medium for the sale of products, goods and services (Corbett et al., 2003). Based 
on that the majority of customers consider internet and web pages as their main sources of information (Kim et al., 
2011). Bearing this in mind, (Wan et al., 2011) stated that, the effective evaluation of customer's satisfaction and 
service quality is number one goal for service firms that would like to survive in a fierce competitive market place. 
The practical approach to Service quality evaluation differs enormously for firms, which offer electronic and online 
services and those, which offer traditional services. In practice, normal or as sometimes referred to as traditional 
services qualities refers to the quality of all non- electronic or non-Internet  based dealings, transactions and so on. 
According to   (Parasuraman et al., 1988), traditional services qualities refers to the quality of all-non- Internet 
based customer interactions and experiences with companies. On the other hand, e-service refers to the internet 
based interactions that takes place between customers and businesses followed by a comprehensive critical 
assessment and judgment of e-service endeavors. Hence (Santos, J. 2003), defined e-service as the overall 
assessment and judgment of e-service delivery in the virtual marketplace. The adaption of e-commerce enables 
businesses to gain a competitive advantage as well as increased sales and larger profits. In agreement with this 
statement are the studies conducted by (Yang, Z. 2001) and (Zeithaml, V.A. 2002), in which they concluded that 
businesses with vast experience and notable success in using e-commerce are beginning to realize that the key 
determinants of success or failure are not merely web site presence, more product and services choices with 
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reduced cost and a competitive lower prices but also include the electronic service quality (e-service quality).  
The highest proportion of current research concentrates on traditional services qualities. In contrast, only limited 
number of academic articles deal directly with how customers assess e-service quality (Parasuraman et al., 2005). 
According to (Asubonteng et al., 1996), service quality can be seen as the gap between customers' perceptions of 
the service received and their expectations about service performance prior to the service offering. If service 
performance does not meet expectations, people will think that the service quality is low. However, when 
performance goes over expectations, the perception of the service quality is higher (Connolly, 2007). Consequently, 
customers ' expectations are crucial in evaluating service quality. Therefore, it is agreed that Careful considerations 
of customers perceptions, assessments and evaluations are crucial elements of any successful business strategy, 
being it on line or otherwise. Supportive study to this phenomenon is   (Collier and Bienstock, 2006), in this regard, 
e- service quality can be differentiated as comprehensive consumer appraisal and assessments about the excellence 
of e-service provision in the implicit marketplace are available. However, deep reading of related research shows 
general agreement in that, service quality is more difficult for customers to evaluate as compared to the quality of 
tangible goods offered in  
Conventional marketplace (Kueh and Voon, 2007). As a result, several different determinants, scales and 
dimensions have been developed by researchers to measure the service performance, delivery and interaction 
aspects of e- service quality. The most well-known, adopted and tested measure is the SERVQUAL instrument 
developed by (Parasuraman et al., 1985). This instrument has 97 items in ten distinctive dimensions of service 
quality and later on (Parasuraman et al., 1988); the authors have brought down the dimensions from 10 to five and 
the items from 97 to 22. The dimensions comprise tangibles that include physical facilities, functional appeal and 
employee appearance; reliability that includes the ability to conduct promised service in an accurate manner and 
in a trustworthy way; assurance including personnel recognition that encourages user confidence and trust; and, 
lastly, empathy that includes care provision and paying individual attention to customers. From that time, the five 
service quality dimensions have become the basis for universal service quality measurement (Yang and Jun 2002). 
Majority of researchers have identified several dimensions of e-service quality. Their proposition is mainly based 
on conceptualized context and lacks consistency in the proposed. According to (Agrawal, 2007), substantial 
research papers provide a generalized scale developed using a variety of industries; also, comparative studies to 
find the best approach (discrepancy/gap, or, perception based) to measure e-service quality are nonexistent.  
Accordingly, there is a predominance of perception based measurement approaches only. Whereas, the adoption 
of comparative study suggests that discrepancy/gap based approach is superior to the perception-based approach 
in measuring e-service quality. In contrast, a very limited number of research paper concentrate on how customers 
assess e-service and what are the appropriate dimensions of the quality of e-service delivery (Carlson and Aron 
2010). More to say, even with the increased acknowledgement of online service, issues such as how online service 
quality is defined, its measurement and its determinants are still unresolved (Kenova and Johansson, 2006).  Based 
on the above rational, this paper addresses the issue of e-service quality in the online shopping environment. 
Therefore, the purpose of this paper is to provide   a comprehensive evaluation of e-service quality determinants 
based on online Jordanian customers perceptions. Multidimensional construct consisting of combined eight quality 
determinants is proposed for measuring effectiveness of e-service quality: customer service quality, system quality, 
information quality, security &privacy quality, website quality, convenience quality, economic value quality and 
empathy quality.  
 
2. STATEMENT OF THE PROBMLEM 
Jordan is one of the Middle Eastern country with rising population. It is estimated that more than 75% of population 
is computer laterite. Internet revolution and its wide spread, technology advancement, the rapid development of e-
commerce, globalization of the market have and the rising phenomena of e-banking services fundamentally 
changed the way customers interact with their environment and consequently have laid good conditions for online 
shopping. According to ( Zhilin et al.,  2004), online business is in positive trend this growth is due to the following 
facilities" online shopping environment provides infinite selection, information screening, reliability and product 
comparison which enable the customers saving their time consumption and quick decision making. It also makes 
a convenience situation for doing business to the consumers in such a way that reducing the role of physical 
geography for the consumers. One of the reason for this drastic success is the support given by the retailer too 
through i) aggressive merchandising ii) discounting through flash sales and iii) loyalty and reward programs". 
Other noticeable benefits of online endeavors include low prices, low switching costs, the extreme number of 
goods and services available on the web pages and the variety of e- payment facilities provided to customers by e- 
banking. On their part, many e-businesses are going for extreme exploitation and creation of business opportunities 
on the internet. (Bahram et al., 2012) , stated that Companies spend a lot of money on their websites to provide 
their customers with traditional functionality and a more  integrated marketing stream with the hopes of entering 
customers to purchase goods on line. The key determinants of success or failure for e-commerce companies are 
not merely web presence or low price but delivering right quality of e-service that causes sophisticated online 
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customers pay a higher price. In order to gain competitive advantage in the e- environment and gain a reasonable 
share of the e-market sellers should pay their at most attention to the issue of e-service qualities and associated 
determinants. Based on that it became urgent to effectively evaluate e-service qualities determinants and 
investigate the impact of these qualities determinants on customer's satisfaction and loyalty "the case of online 
Jordanian customers".   
 
3. PURPOSE OF THE STUDY 
The main purpose of this study is to investigate the impact of e-service qualities determinants on customers' 
satisfaction and loyalty "the case of online Jordanian customers". Based upon the problematic nature and 
investigation relevance of e-service qualities its associated determinants for internet shopping, the propose of this 
research paper is developed (based on a multidimensional model) and then a practical evaluation of all selected 
combined e-service qualities is provided; hence give better understanding of the conditions that are most pressing 
in predicting consumers' behavioral intention to purchase over the internet. 
 
4. OBJECTIVES OF THE STUDY 
Based upon the above listed statement of the problem and the utilization of detailed quantitative data collected 
from respondents in Jordan, this study has the following specific objectives: 
1. Evaluate the impact of combined e-service qualities on customers' satisfaction and loyalty. 
2. Evaluate the impact of customer service qualities on customers' satisfaction and loyalty. 
3. Evaluate the impact of system qualities on customers' satisfaction and loyalty. 
4. Evaluate the impact of information qualities on customers' satisfaction and loyalty. 
5. Evaluate the impact of security &privacy qualities on customers' satisfaction and loyalty. 
6. Evaluate the impact of website qualities on customers' satisfaction and loyalty. 
7. Evaluate the impact of convenience qualities on customers' satisfaction and loyalty. 
8. Evaluate the impact of economic value qualities on customers' satisfaction and loyalty. 
9. Evaluate the impact of empathy qualities on customers' satisfaction and loyalty. 
10.  Evaluate the impact of customers' satisfaction on loyalty.  
11.  Provide practical suggestions and recommendations for all parties involved in online dealings. 
 
5. STUDY RESEARCH QUESTIONS 
To accomplish the objectives of the study, the following central questions were addressed: 
a) Is there a relationship between e-service qualities and customers' satisfaction and loyalty? 
b)  Is there a relationship between customer service qualities and customers' satisfaction and loyalty? 
c) Is there a relationship between system qualities and customers' satisfaction and loyalty? 
d) Is there a relationship between information qualities and customers' satisfaction and loyalty? 
e) Is there a relationship between security &privacy qualities and customers' satisfaction and loyalty? 
f) Is there a relationship between website qualities and customers' satisfaction and loyalty? 
g) Is there a relationship between convenience qualities and customers' satisfaction and loyalty? 
h) Is there a relationship between economic value qualities and customers' satisfaction and loyalty? 
i) Is there a relationship between empathy qualities   and customers' satisfaction and loyalty? 
j) Is there a relationship between and customers' satisfaction and loyalty. 
 
6. SIGNIFICANCE OF THE STUDY 
Internet has significantly revolutionized the retail industry in the last few years in particular online shopping. In 
the early stage of internet introduction retailers competed with each other using traditional methods like lower 
prices, sales discounts and easier terms of payment. However, with increased numbers of customers buying over 
the internet these traditional methods are no longer appropriate. Therefore, e- businesses operating in the internet 
market need to find alternative ways to attract customers to their online shopping service. (Oliveria et al., 2002) 
stated that electronic service (e-service) might be the key to long-term advantage in the digital times, and is 
becoming even more critical for companies to retain and attract customers in the digital age. The association 
between e-services qualities and the extensive increase in online shopping in Jordan has not received the proper 
attention by service providers, online customers or by academics. Therefore, it is hoped that this study would 
provide better understanding of e-service qualities that may influence and persuade customers to do their shopping 
online. Hence, provide additional contribution to existing literature on the topic. Furthermore, it is hoped that 
adoption of a multidivisional model for e-service qualities would deviate attention from a conceptualization mode 
to measurement and evaluation modes. Unlike most conventional studies on e-service qualities, this study 
explicitly considered the most important demographic factors that may explain the behavioral attitudes towards 
online shopping. The methodology followed in this study can be used by other researchers to explain in depth the 
impact of each e-service quality on customer's satisfaction and loyalty. Finally, it is hoped that the findings of this 
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study would be of great benefits to researchers, scholars, customers, managers and others who have interest in this 
topic. 
 
7. SCOPE OF THE STUDY 
Deep revision of the literature suggests that internet usage is continuing to increase. E- enterprises need to keep 
up not only the quality of their goods and services but also the quality of their promotion, condition and facilities 
offered on their web –site. Effective e-commerce strategies, sophisticated e-total quality management, strategic e-
marketing planning, 
Careful understanding of the ever changing customers' needs and wants, accurate diagnosis of customers e- buying 
behavior and critical analysis of e-service qualities that include: customer service quality, system quality, 
information quality, security &privacy quality, website quality, convenience quality, economic value quality and 
empathy quality are crucial to understanding the current phenomena of online shopping that is spread not only in 
Jordan but also worldwide. The Comprehensive Evaluation of E-Service Quality Determinants. "Studying The 
Impact of these Key Quality Determinants on Satisfaction and Loyalty of Online Jordanian Customers" is the 
subject scope of this study. The extended list of demographic factors is considered as categorical variables in the 
study. The geographical scope of this study is Jordan. Jordan is a Middle Eastern country with a population of 
approximately 11 million. Jordan is a country, which is highly opened to the external world and is considered 
among the advance country in terms of information technology employment and internet usage in proportion to its 
population. The target respondents involved in this study are 680 residents of Jordan randomly selected from all 
over Jordan. The target respondents are composed of all ages, income, and computer literacy and so on. Time 
constrains, logistical issues, financial resources, geographical representation of scattered areas, respondent's 
literacy levels and over all respondents' cooperation were important and pressing constraints that affected the 
conduction of this study. However, these constraints with help of expert colleagues were adequately dealt with so 
as not to predetermine or compromise the overall findings of the study. 
 
8. LITERATURE REVIEW 
8.1. E. Service Quality 
The emergence of internet has changed the way businesses operate. The internet and its associated application is 
an extremely important ingredient. According to ( Neghab et al., 2013), the extensive use of internet, the   
development of information technology; offering internet services; internet and network total management issues 
and providing optimal service quality are considered as important issues. These qualities set solid ground for e-
service quality improvement as well as the improvement of enterprise efficiency, competitiveness and 
attractiveness in the virtual market (Mekovec and Kero, 2007). E- Service is any service that is delivered to current 
customers or potential customers through the web pages. (Musiime and Malinga, 2011) defines e- service quality 
as the difference between the service that a customer or a user of a particular web site expects and the one actually 
provided by the web site. (Madu and Madu,2002) support the previous statement by saying that e-service quality 
has become an important differentiator for e-business success because it is the extent to which an e-business service 
provider effectively and efficiently manages customer interactions and meets their expectations. The gap between 
expectations and real provisions is best illustrated by the work of (Zeithaml et al., 2002), here it is stated that, 
service quality is the confirmation or disconfirmation experience between customer expectations and the actual 
services received. The higher the disconfirmation gap, the poorer the customer is perceived service-quality level. 
Narrowing the confirmation gap can help improve the perceived service quality. Furthermore, improving the 
confirmation experience with the reliability, assurance, responsiveness, empathy and tangibility of traditional 
service can lead to enhanced customer satisfaction (Parasuraman et al., 1988). The successful delivery of these 
important features can ultimately lead to customer satisfaction. Therefore, although the methods to effectively 
measure e-service quality vary with products increasing customer satisfaction is an important goal towards 
achieving e-business success.   Many authors regarded e-service delivery as a dynamic process, so measuring it 
requires an integrative multidimensional approach. In reality measuring e-service quality is a challenge to the e-
business because it involves a wide range of attributes including reliability, access, responsiveness, empathy, 
assurance, ease of navigation, etc. (Kim and Lennon,2010). The majority of current literature and practical studies 
measuring e-service quality provided empirical evidence that, e-service quality is a multidimensional construct. In 
their empirical study (Zeithaml et al., 2002) developed the e-SERVQUAL instrument for measuring e-service 
quality with seven dimensions: efficiency, reliability, fulfillment, privacy, responsiveness, compensation, and 
contact. Among them, the dimensions of efficiency, reliability, fulfillment, and privacy form the core e-
SERVQUAL scale, this scale can be used to measure customers‟ perceptions of service quality as delivered by 
online service. Effective attendance and proper e-service quality management is a must, otherwise as stated by 
(Lee and Lin, 2005) numerous online institutions wilt because of poor e-service quality management. 
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8.2. Customer Service Quality 
Deep study of recent research has demonstrated that customer's service quality influences most customers buying 
decisions. Noticeably service providers have concentrated more on the conventional marketing approaches in their 
attempt to increase their profits and market share. Unfortunately customers service quality" within the context of 
e-service" is somehow neglected in the last few years (Yang and Jun 2002), and only recently these findings have 
been applied to the concept of e-commerce (Wolfinbarger and Gilly, 2003). According to (Dholakia and Zhao, 
2010) customer service quality has strong influence on overall online customer satisfaction.  (Wiertz et al., 2004) 
stated that, customer service quality is one of the most important antecedent of customers' satisfaction. 
Furthermore, two issues are of equal importance in the segment of on line shopping:  issue one is evident in (Wang 
and Hui, 2003) in which he said that the delivery of quality customers' services is essential for the success and 
survival of in today's global competitive environment. Issue two, on the other hand, prevails in   (Yang, Z. 2001) 
which states that for online customers, high standard e-service quality is the means by which the potential benefits 
of the internet can be realized. In order to give full exploration of the above two issues, the following measures 
are proposed by the current study: initial contact, speed of response, fulfillment (completion of service), prompt 
delivery and assurance. 
8.3. System Quality 
System qualities are among the most important measures that are used to assess customer's satisfaction in the e-
retailing industry. A previous study (Stacie et al., 2008) has demonstrated the positive relationship between service 
quality, information quality and system quality and satisfaction. In general system quality has been evaluated with 
respect to various notions such as convenience, flexibility, integration, response time, language, etc. (Livari, 2005). 
Other researchers have addressed other notions like ease of use, ease of learning, system features, sophistication, 
customization and so on, (Sedera et al.,2004). Literature review regards system quality as a multi-attribute 
construct with many concepts embodied in it. According to (McKinney et al., 2002) system quality is a multi-
attribute construct, including  access, usability, entertainment, hyperlinks, navigation, and interactivity. The 
current study adds the following attributes: system availability, accessibility, functionality, efficiency, 
infrastructure, accountability, creditability, competitiveness, courtesy and competence.  These attributes need 
exploration in terms of their impact on customer satisfaction and loyalty in the area of online shopping.   
 
 8.4. Information Quality 
It is assumed that information quality plays important role in motivating customers to make their purchases online. 
Customers tend to be happier and more satisfied if they are provided with the valuable and accurate information. 
According to (Ahituv, 1980)  customers perception  regarding the issue of information quality tend to be positive 
if information measures like accuracy, timeliness, relevance, aggregation and format are of a positive nature. 
(McKinney, 2002) stated that both "service providers and online customers" have a notable division regarding the 
issue of information quality. Online investors and service providers care more about market and product 
information accuracy and timeliness. In contrast, online customers are concerned with buying quality products at 
the lowest price. Thus, information relevance and aggregation are more important to them. Another study suggests 
that, information quality is an essential element of e- business success (Liu et al., 2001). More to say customers 
satisfaction is more if website qualities is coupled with effective information qualities such as database content, 
system flexibility and a user friendly interface referred to as" Front-end systems"  (Emery, 1971) ; system 
reliability, bandwidth design and system response time referred to as" Back-end systems"  (Hamilton and 
Chervany,1981) ;and "Middleware" integrates diverse front- and back-end systems and optimizes the overall 
performance of the entire system (DeLone and McLean, 2003). Despite the importance of information qualities 
and its impact on website acceptance (Peterson and Merino, 2003); not enough empirical research is done in this 
field (Kim and Lennon 2010). Stemming from this end, the current study proposes six additional important 
measures: information reliability, information content, information availability, information adequacy, and 
information honesty and trustworthiness.  These notions need exploration in terms of their impact on customer 
satisfaction and loyalty.   
 
8.5. Security and Privacy Quality 
The security and privacy issues have earned a great attention in the current literature covering online services 
including online shopping. (Parasuraman et al., 2005)  defined  privacy as the degree to which the site is safe and 
can effectively protect customers or users' information; hence influencing users' evaluations of websites as well as 
their satisfaction toward the websites  (Branscum and Tanaka, 2000) . Other researchers like (Tianxiang and Liu, 
2010) defined "privacy or security" as the ability of the website to keep customers' information secret and payments 
safe. Security on the other hand, can be seen as the practical techniques that are used to give assurance to customers 
that all their e-dealings is safe. According to (Zhang et al., 2006) security issues in online services have been noted 
to be a significant problem for many consumers, furthermore, security issues affect customer satisfaction with e-
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services, making it necessary for organizations to ensure that customer data is protected. The notion of security 
affect the level of trust and hence influences the likelihood of conducting business with the organization being it 
online or otherwise (Yang and Jun 2008).   (Amoroso et al., 2008) said that, lake of trust is one of the most 
frequently cited reasons for customers not shopping on the internet; they also stated that security and privacy have 
an impact on customers trust in shopping on the internet. To conclude the apprehensions of the customers regarding 
the security for online transactions and authenticity of goods are curtailing the success of the e-shopping model.  
Many measures can be adopted to further enhance the security of e-service systems for example "passwords, 
personal identification numbers, e-signatures and digital certificate associated with a smart card system 
(Hutchinson and Warren, 2003). Security can also be assured by providing a privacy statement and information 
about the security of the shopping mechanisms and by displaying the logos of trusted third parties. For example, 
displaying trusted third party logo guarantees a certain level of security protection and has been shown to 
significantly influence how consumers regard the trustworthiness of e-vendors  (Jiang et al., 2008). The current 
study proposes four additional important factors: safety of the website, customers' protection, online trust and 
transactional security and these notions need exploration in terms of their impact on customer satisfaction and 
loyalty. 
 
8.6. Web Site Quality 
The last few years have witnessed increased numbers of research papers on website quality as a determinant of 
customer satisfaction and as a dominant factor, that drives customers to buy or repeat purchase.   (Gummerus et 
al., 2004) referred that the user interface is the channel, where the users in relation to e-service providers. 
According to (Kim and Lee, 2002), the appeal the user interface design presents to their customers is illustrated in 
the form of web site design. Elements of physical design such as information design, navigation, layout and 
appearance that is the software component are important but insufficient. The elements of the hardware also should 
be considered to allow customers to have easy access to the site. (Gommans et al., 2001) indicated that online 
consumers would be more pleased with websites that were localized to their particular cultural preferences. 
Furthermore, extensive studies is found and link customer satisfaction and quality of the web site design. 
(Wolfinbarger and Gilly, 2003) , is a recent empirical study confirmed that web site factors are strong predictors 
of customer quality judgments, satisfaction, and loyalty for internet retailers. Website quality comprises factors 
like interactivity, customization, care, cultivation, choice, community, character and convenience (Srinivasan et 
al., 2002). interactivity, novelty and complexity (Huang, 2003); community, individualization, free services, 
technical integration and convenience (Wirtz and Lihotzky, 2003);  information quality, connectivity playfulness, 
learning and interactivity  (Chiu et al., 2005);appearance, content quality, specific content and technical adequacy 
(Liao et al.,2006); website design, communication, order fulfillment, security/privacy, promotion and 
merchandising  (Jin and Park, 2006) ; and, transaction speed, information quality security and user-friendliness  
(Shih and Fang, 2006) . The current study proposes five additional important factors: aesthetic design, 
customization, enjoyment, interactivity and content. These additional factors are not extensively studied and need 
exploration in terms of their impact on customer satisfaction and loyalty. 
 
8.7. Convenience Quality 
Much of the present academic work on e-service tend to of a comparative nature. Traditional service quality 
dimensions and web interface quality dimensions are normally compared as the starting point. The dimension of 
convenience is no different from other dimensions. In the traditional trading environment, convenience may 
include things like easy terms of payment, easy access, punctual delivery times; meeting individual needs and so 
on. On the other hand, convenience in the online environment is rather different. The e-environment is dominated 
by the extensive use of technologies and these technologies are expected to yield various benefits to online 
customers. According to (Van Riel et al., 2001), these benefits include convenience, saving time and money, 
avoiding interpersonal interaction and being in control. It is generally accepted that customers demand verities of 
products at affordable prices; they also expect more convenience in the online shopping. This notion is addressed 
in the work of (Martinelli and Balboni, 2012). According to them Customers’ demand does not only mean basic 
products or affordable prices, but also convenience shopping experience. For example, online convenience stores 
should employ user reviews and recommendations to help customers make rational impulse purchase decisions 
thereby increasing customer's satisfaction (Lee and Kacen, 2008). The current study proposes five additional 
important factors that may shed light on the impact of convenience qualities on customer's satisfaction and loyalty. 
These suggested factors include attentiveness, responsiveness, and ease of use, innovativeness and customer 
technical support.  
 
8.8. Economic Attributes 
Many organizations are exploiting and creating business opportunities on the internet. Huge amounts of money 
are spent on the creation and development of attractive websites to attract customer's attention to and persuade 
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them to make their purchases on line and consequently gaining more economic returns. According to (Bahram et 
al., 2012) e-retailing is promoted widely as a convenient avenue for shopping. Online shopping is expected to yield 
many benefits for both service providers and online customers. (Peterson et al., 1997) identified that shopping 
online can economize on time and effort by making it easy to locate merchants, find items, and procure offerings 
within the convenience of their home. Online stores have a wider variety of goods available in their warehouses 
compared to traditional retailing stores and therefore have quick access to more preferred goods and services are 
not constrained by limited physical store space (Christodoulides and Michaelidou, 2011). (Khalifa and Liu, 2006) 
stated that, online shopping is perceived as advantageous because it offers convenience and cost savings.  (Morton, 
2006) further stated that online convenience as a part of customer service can lower transactional costs, particularly 
for busy or uninformed customers who may have high transaction costs. These costs economies have a 
considerable impact on both firms' competitive edge (Sun, 2010). Furthermore, many research papers found that 
these benefits have impact on customer's perceived values and hence influenced customer's satisfaction and loyalty 
(Wan et al., 2011). The current study proposes three additional important factors that may shed light on the impact 
of economic qualities on customer's satisfaction and loyalty. These factors include perceived value, compensation 
and cost of service. 
 
8.9. Empathy 
According to (Tan et al.,  2008), empathy concerns with users’ attitudes that the online portal is giving them 
individualized consideration and it gives them best advantages on a basic level through the coordination of both 
delivery mechanism and service content. Literature on empathy shows common agreement in the point that the e-
environment and the virtual e-service process is generally categorized by the least amount of direct human contact 
and interactions. However real and objective analyses of empathy shows some element of human contact and 
involvement in the e-service course.  (Li et al., 2009) pointed that, characteristics of empathy aspects include: great 
individual consideration, satisfactory contacts, and address grievances friendly and reliably respectful. 
Furthermore, understanding customer's needs and proper catering for such needs should be embodied in any e- 
service strategies.  (Parasuraman et al., 1985) concluded that empathy is caring for individual considerations and 
needs that the firm introduce to its customers. According to (Ananth et al., 2010), the offerings include individual 
attention; suitable working hours; and providing personal attention to their customers; overall best convenient 
services, understand customers required specific needs and effective responses to customers.  (Ndubisi, 2006) 
stated that classified consumer satisfaction can be accomplished by offering customized, adaptable and supple 
services to suit the requirements of consumers. Therefore, one can conclude that empathy is important in 
customer's perception of the e-service quality without face-to-face interactions. The current study proposes four 
additional important factors: Customers' Individualization, personalization-communication and effective feedback 
management demonstrate empathy to customers. These additional factors need exploration in terms of their impact 
on customer satisfaction and loyalty. 
   
8.10. Customers satisfaction 
Determining the level of customers, 'satisfaction is a tricky area. Under conventional marketing approaches 
customers 'satisfaction can be defined as a consumer's feeling of a pleasure or disappointment resulting from 
comparing a product's perceived performance (or outcome) in relation to his or her expectation ( P. Kotler,2010). 
One good definition of customers 'satisfaction is put forward by (C.C. Lin, 2003) "Customer satisfaction is defined 
as a result of a cognitive and affective evaluation, where some comparison standard is compared to the actually 
perceived performance. If the perceived is less than expected, customers will be dissatisfied. On the other hand, if 
the perceived performance exceeds expectations, customers will be satisfied." Both definitions stress the 
importance of Customer satisfaction and links it with firm's performance. According to ( Fasanghari et al., 2008) 
effective and careful customer satisfaction investigation is a very crucial precondition for e-commerce area to win 
market competition. Despite its trickiness customer, satisfaction is regarded as an area of concern for all parties in 
the market place. (Mozaheb et al., 2015) stated that, customer satisfaction is one of the most important variables 
for long-term business success. Customer satisfaction reduces the costs for attracting new customers and dealing 
with poor quality, defects and complaints   (Michel et al., 2009). (Williamsand Neumann, 2011) noted that 
customer satisfaction has been found to improve the long-term financial performance of firms, increases 
profitability and enhances firm's market value. In reality, customers will be attracted to the business only when 
providing good quality, time delivery, low prices and promotion offers (Reibstein, 2002). Analytical research like 
(Wang and Ming 2003) suggests that in both conventional markets and e-markets the level of consumer satisfaction 
is determined by set of factors like the quality of services, the price level, and the purchasing process. Furthermore, 
nine service quality factors were said to affect e-satisfaction through content analysis of online customer 
comments; these factors include"1. General feedback on the web site design, 2. Competitive price of the product 
3. Merchandise availability 4. Merchandise condition 5. On-time delivery 6. Merchandise return policy 7. 
Customer support, 8. E-mail confirmation on customer order and 9. Promotion activities". This brief literature 
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review shows that consumer satisfaction is a critical predictor for customer loyalty; profitability of the retailer is 
marketing activities, purchasing and re-purchasing behavior and the retailer’s performance (Kuo et al., 2009). 
Finally, plenty of research like (Cass, 2001) argues that a satisfied customer is expected to show brand loyalty; 
and customer e-loyalty is influenced by satisfaction (Flavián et al., 2006). 
  
8.11. Customers Loyalty 
In conventional market place, customer loyalty can be defined as customers' attitudinal component represents 
notions like: repurchase intentions, purchasing additional products or services from the same company, 
recommending it to others and resistance to switch to other competitors (Cronin et al., 1992). Other researchers 
like (Akbar and Parvez, 2009) concluded that customer loyalty expresses an intended behavior or attitude towards 
the company goods, services or the company itself. According to existing literature the measures of customer 
loyalty is not straight forward. (Chaudhuri and Holbrook, 2001) argued that, loyalty can be examined through 
behavioral loyalty "Behavioral loyalty is customer willingness to continue a relationship and repurchase the 
product". Another measure of loyalty is "attitudinal loyalty" which is the level of the customer’s attitudinal 
advocacy and psychological attachments to the service provider (Rauyenruan and Miller, 2007). Further measures 
is composite approach. According to (Uncles et al.,2003)   composite approach is regarded as an integration of 
behavioral measures (in the sense of exclusive purchase, hard-core loyalty, repeat purchase probability, share of 
category requirements, etc.) and attitude (with reference to brand preference, liking, commitment, intention-to-
buy. In the context of e- business  loyalty can be defined as a customer's favorable attitude and commitment 
towards the online retailer that result in repeat purchase behavior (Anderson and Srinivasan, 2003). Other 
researchers like (Li 2009) defines e-loyalty as the willingness to observe and to revisit a website or to make a 
transaction in the future. Customer loyalty plays a significant role in achieving organizational success, 
sustainability, reduces costs of operations, acts as a source of information through positive word of mouth, hence 
establishing stronger relations with online service providers. Many research papers have   investigated the impact 
of satisfaction on e-loyalty and their conclusions confirmed that satisfied customers tend to build a positive closer 
relationship with the online retailers.  (Zins, 2001) states that loyalty can be developed through high level of 
customer satisfaction. (Cyr, 2008) found that satisfaction with E-commerce websites is a key factor in maintaining 
customer loyalty. Further practical benefits of e-loyalty include fast feedback on last purchases experiences, loyal 
customers are more accessible than new users of websites and the availability of information on existing databases 
makes information cross-referencing easier. According to   (Reid and Reid, 1993) this knowledge permits both 
suppliers and service providers to concisely target the repeat segment of online market and solicit direct responses 
to promotions. 
 
9. RESEARCH THEORATICAL FRAMEWORK 
There is tendency among todays' customers to do their shopping online. The wide spread of internet, the 
availability of information technologies, the advancement of telecommunication system and the extreme use of 
social media made online retailing and shopping easier. The research framework is illustrated in a diagram form 
based on the extensive literature review on the topics of e-service qualities and online shopping. In this research, 
it is theorized that the independent variables such as customer service quality, system quality, information quality, 
security &privacy quality, website quality, convenience quality, economic value quality and empathy quality had 
a positive impact on the dependent variables that include customer's satisfaction and customer's loyalty. Figure (1) 
below illustrates the theoretical framework of this study. The diagram shows all possible constructs that might 
have impact on customer's satisfaction and customer's loyalty. 
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Figure (1): Research Theoretical Framework 
 
10. HYPOTHESES OF THE STUDY 
Hypothesis development is very crucial. Hence, the acceptance or rejection of the set hypothesis determine the 
significance of the study. Based on the deep review of literature related to the study and the above theoretical 
framework the hypotheses of this study are as follows: 
Ho: Customer Service Quality has no positive significant influence on customer's satisfaction and customer's 
loyalty 
H1: Customer Service Quality has a positive significant influence on customer's satisfaction and customer's loyalty 
Ho: System Quality has no positive significant influence on customer's satisfaction and customer's loyalty 
H2: System Quality has a positive significant influence on customer's satisfaction and customer's loyalty 
Ho: Information Quality has no positive significant influence on customer's satisfaction and customer's loyalty 
H3: Information Quality has a positive significant influence on customer's satisfaction and customer's loyalty 
Ho: Security &Privacy Quality has no positive significant influence on customer's satisfaction and customer's 
loyalty 
H4:  Security &Privacy Quality has a positive significant influence on customer's satisfaction and customer's 
loyalty 
Ho: Website Quality has no positive significant influence on customer's satisfaction and customer's loyalty 






Customer Service Quality 
System Quality 
Information Quality 
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Ho: Convenience Quality has no positive significant influence on customer's satisfaction and customer's loyalty 
H6: Convenience Quality has a positive significant influence on customer's satisfaction and customer's loyalty 
Ho: Economic Value Quality has no positive significant influence on customer's satisfaction and customer's loyalty 
H7: Economic Value Quality has a positive significant influence on customer's satisfaction and customer's loyalty 
Ho: Empathy Quality has no positive significant influence on customer's satisfaction and customer's loyalty 
H8: Empathy Quality has a positive significant influence on customer's satisfaction and customer's loyalty 
Ho: Customer's satisfaction has no positive significant influence on customer's loyalty 
H9: Customer's satisfaction has a positive significant influence on customer's loyalty 
 
11. RESEARCH METHODOLOGY 
11.1. Research Design 
Survey research design is employed on online customers. A well-structured questionnaire is used to collect primary 
data directly from respondents. Quantitative approach is used in this current study to find answers to questions 
through quantitative analyses of data, which is later presented in figures and numbers for easier readings and 
interpretations. . Quantitative approach has the advantage of allowing researchers to interact and gather data 
directly from participants. In addition real life references, phenomena and implications regarding the impact of 
customer service quality, system quality, information quality, security &privacy quality, website quality, 
convenience quality, economic value quality and empathy quality on customers' satisfaction and customers loyalty 
are also considered. The selected method has many advantages: first, it is known for its convenience and 
compatibility in dealing with present study problems and its set questions. Secondly, the selected method has the 
ability to reach and collect empirical evidence from wider group of the population. Finally, the used method is s 
known for its economies in terms of time and resources. 
 
11.2. Target Population 
According to  (Saunders et al.,  2003) “ a population” relates to the entire set of data that is of special interest to 
the researcher, and the “target population” refers to the  group of people or objects from which the sample is be 
taken. As it is not feasible to collect data for the entire statistical population. The sample that is considered 
representative of the population was drawn from various data bases of online customers scattered across the 
country of Jordan. Based on that, the target population is set at 1000 people and it includes all categories that 
represent the entire population of Jordan. The targeted population comprises usual citizens; students at school and 
university levels, expatriates, homemakers and workers were all targets of the study. The target population 
characteristics are summarized as shown in table (1). 
 
Table (1): Distribution of Target Population 
Population Composition Numbers Percentages 
1. North of Jordan – Online customers  4700 0.470 
2. South of Jordan – Online customers 2600 0.260 
3. West of Jordan – Online customers 2000 0.200 
4. East of Jordan – Online customers 700 0.700 
Total Target Population 10000 100 
Source: Prepared By Researcher 2019 
11.3. Study Sample Size 
Sample size is defined as, the appropriate number of respondents that should be selected from the target population. 
The selected sample size should be considered convenient, sufficient and representative of the target population. 
The sampling procedure used in this study is Non- probability sampling and for that purpose, convenience 
sampling is adopted. According (Raosoft, 2004) 200 respondents or more is considered convenient, sufficient and 
representative for confidence level of 95% with a margin of error of 5% for a sample population size of 250,000. 
Applying this to the present study with identified target population size of 10000, the sample size of 1000 
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11.4. Research Instrument 
The current study used two instruments to collect needed relevant data: 
 
11.4(a). Primary Data 
Primary data is collected using a well-structured questionnaire that contains relevant questions in relation to online 
shopping in Jordan. The questionnaire used in this study intended to allow respondents to give direct, standard, 
unbiased, relevant and objective responses. The use of structured questionnaire allows the presentation of 
information in a tabulated numeric way. Despite the above-mentioned benefits questionnaires survey methods 
have several well-known limitations, for example lackadaisical attitude of respondents, non- attendance and lack 
of cooperation. Before distribution, the instrument was referred for external judgment to ensure consistency, 
objectivity and validity. The distributed questionnaire comprises ten sections: 
Section (1): Contains ten items seeking demographic data such as gender, age, educational equalizations, annual 
income, residential area, computer literacy, internet accessibility, internet usage, online shopping experience and 
occupation. 
Section (2): Contains five items that seek to collect data about the impact of customer service quality on customer's 
satisfaction and customer's loyalty. 
Section (3): Contains ten items that seek to collect data about the impact of system quality on customer's 
satisfaction and customer's loyalty. Section (4): Contains six items that seek to collect data about the impact of 
information quality on customer's satisfaction and customer's loyalty. 
Section (5): Contains four items that seek to collect data about the impact of security &privacy quality on 
customer's satisfaction and customer's loyalty. 
Section (6): Contains five items that seek to collect data about the impact of website quality on customer's 
satisfaction and customer's loyalty. 
Section (7): Contains five items that seek to collect data about the impact of convenience quality on customer's 
satisfaction and customer's loyalty. 
Section (8): Contains three items that seek to collect data about the impact of economic value quality on customer's 
satisfaction and customer's loyalty. 
Section (9): Contains three items that seek to collect data about the impact of empathy quality on customer's 
satisfaction and customer's loyalty. 
Section (10): Contains two items that seek to collect data about the impact of customer's satisfaction on customer's 
loyalty. 
Items included in sections (2-11) are shown in table (2) 
 
Table (2): List of Instrument Items Used 
 
Customer Service Quality 
 
System Quality 












1 System Availability 
2 Speed of Response 2 Accessibility 
3 fulfillment ( Completion Of 
Service) 
3 Functionality 
4 Prompt Delivery 4 Efficiency 
5 Assurance 5 Infrastructure 
 6 Accountability 
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Information Quality Security & Privacy Quality 
Section Item 
# 




1 Information Reliability  
 
5 
1 Safety of the Website 
2 Information Content 2 Customers' Protection 
3 Information Availability 3 Online Trust 




















2 Customization 2 Responsiveness 
3 Enjoyment 3 Ease of use 
4 Interactivity 4 Innovativeness 
5 Content 5 Customer Technical Support. 
Economic Value Quality Empathy Quality 
Sections Item 
# 

















1 Customers' Individualization 
2 Compensation 2 Personalization 
3 Cost of Service 3 E-communication 
1 Customers' Satisfaction 4 Effective Feedback 
Management    
1 Customers' Loyalty   
Source: Prepared By Researcher 2019 
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11.4(b). Secondary Data: Secondary information includes all sources that searched the topic on e-service qualities 
and online shopping. Such sources include publications, periodicals, essays, reviews, drafts, standard reports 
prepared by dependent and independent agencies, evaluation reports and other relevant documentaries.  
11.5. Validity and Reliability of the Instrument 
According to common research principles and practices, an instrument is considered valid if it measures what it is 
intended to measure and accurately achieves the purpose for which it was designed. To ensure validity of the 
instrument, face, and content; the questionnaire was given to professionals, experts, scholars and some of online 
customers for judgment, appropriateness and over all evaluation. Reliability, on the other hand relates to the 
consistency of collected information. In order to maintain the reliability of the instrument used a pre-test was 
conducted with a sample size of sixty (60) online Jordanian customers. The responses of respondents were scored 
and the result of the reliability test was 0.828 showing that the instrument used in this study is regarded as sound, 
consistent and reliable. 
 
11.6. Data Collection  
The total number of questionnaires distributed randomly among online Jordanian customers is 1000, which 
accounts to about 10% of the identified target population of 10000 online customers. The total number of returned 
questionnaires is 740. Returns were subjected to a careful checking and evaluations.  Consequently, 60 
questionnaires were excluded and regarded as unsuitable for statistical analyses because they do not meet the set 
conditions and criteria of answering and filling the questionnaires, therefore, the total number of useable returns 
is 680. None response is 260 and it was assumed that the non-respondents were either unwilling to cooperate or 
simply are not interested in the survey. Summary of distributed, returned, useable, non-responses questionnaires 
are shown in table (3). 
 












Number of  
Online 
Customers 
Number % Number % Number % Number % Number % 
1000 100 740 74 680 68 60 7 260 26 
Source: Prepared By Researcher 2019 
11.7. Procedures 
The needed empirical data for the study were collected through a well-structured questionnaire (with 44 items), 
which was distributed randomly among online Jordanian customers which represents all regions of Jordan. Simple 
instructions, guidance and assistance were given on how to correctly read, understand and fill in the questionnaires. 
Confidentiality of information is assured. The scoring of responses is carried out as follows: 
Section (1): No scores were attached (i.e. bio- data)   
Sections (2-11): Contain both independent and dependent variables. Respondents were required to provide their 
rating on their perception using five point Likert's scale (5-Strongly Agree, 4-Agree, 3-Undecided, 2- Disagree, 1- 
Strongly Disagree). This scale best describes the extent to which the respondents agree with each items in the 
questionnaire. The mean rating of response to questionnaire items is shown in table (4). 
 
Table (4): Mean Rating of responses to questionnaire items 
Response Category 
 
Abbreviation Points Bounding Unit 
Strongly Agree (SA) 5 4.60 - 5.00 
Agree (AG) 4 3.60 - 4.59 
Undecided (UN) 3 2.60 - 3.59 
Disagree (DI) 2 1.60 - 2.59 
Strongly Disagree (SD) 1 1.00 - 1.59 
Source: Prepared By Researcher 2019  
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12. DATA ANALYSIS & MAIN FINDINGS 
In order to ensure completeness and logical consistency of responses, data editing was carried out each day by the 
researcher. Identified mistakes and data gaps were rectified as soon as possible. Once editing was done with, the 
data were analyzed using quantitative techniques. Data analysis was done using Statistical Package for Social 
Sciences (SPSS Version16). The use of this package is made with the intension to produce both descriptive and 
inferential Statistics. The summary of result was presented using frequency distribution and percentages, which 
was used to determine the proportion of respondents choosing the various responses. Tables, charts and graphs 
can be used to ensure easy understanding of the analyses. Inferential Statistics such as Pearson Correlation, and 
Linear Regression statistical model were used to identify and evaluate the causal relationship between dependent 
and independent variables and to test the hypotheses of the study. 
12.1 Respondents Demographic Profile 
Table (5):  Frequency Distribution for Respondents Demographics 
Sequence Demographic items 
 
Frequency Percent Valid 
Percent 
Cumulative % 
1 Gender     
 Male 408 60.00 60.00 60.00 




Age     
 less than 20 Years 108 15.88 15.88 15.88 
 20-30 Years 264 38.82 38.82 54.70 
 30-40 Years 148 21.76 21.76 76.46 
 40-50 Years 125 18.38 18.38 94.92 
More than 50 Years 35 05.08 05.08 100 
 
3 
Education Level     
 High School 61 08.97 08.97 08.97 
 Bachelor 172 25.29 25.29 34.26 
 Diploma 165 24.26 24.26 58.52 
 H. Diploma 112 16.47 16.47 74.99 
 Post graduate 102 15.00 15.00 89.99 
 Professional Degrees  68 10. 01 10. 01 100 
 
4 
Occupation Status     
 Government Service 126 18.52 18.52 18.52 
 Private Service 196 28. 82 28. 82 47.34 
 Day laborer  100 14.70 14.70 62.04 
 Students 102 15.00 15.00 77.04 
 House Wives 107 15.73 15.73 92.77 
 Others 49 07.23 07.23 100 
 
5 
Residential  Area     
 Urban Area 210 30.88 30.88 30.88 
 Sub Urban Area 185 27.20 27.20 58.08 
 Rural Area 160  23.52 23.52 81.60 
 Others 125 18.40 18.40 100 
 
6 
Annual Income (JD)     
 Below 3000 98 14.41 14.41 14.41 
 3000  to 4999 156 22. 94 22. 94 37.35 
 5000 to  6999 144 21.17 21.17 58.52 
 7000 to  8999 129 18.77 18.77 77.49 
 8000 to 9999 80 11.76 11.76 89.25 
More than 10000 73 10.75 10.75 100 
7 Computer Literacy 
level 
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Professional Level 112 16.47 16.47  16.47  
Advanced Level  166 24.41 16.47 40.88 
Intermediate Level 181 26.61 26.61 67.49 
Moderate Level 146 21.47 21.47 88.96 




Internet Accessibility     
Home 296 43.52 43.52 43.52 
Office 86 12.64 12.64 56.16 
Internet Cafe 134 19.70 19.70 75.86 
Router 106 15.58 15.58 91.44 




Internet Usage (weekly)     
Less Than 7 hours 55 08.08 08.08 08.08 
7 hours to 14 hours 138 20.29 20.29 28.37 
15 hours to 21 hours 175 25.74 25.74 54.11 





    
Less Than 1 Year 143 21.30 21.30 21.30 
1 year to 2 years 177 26.03 26.03 47.06 
3 years to 4 years 218 32.06 32.06 79.12 
More than 4 years 142 20.88 20.88 100 
Total 680 100 100 100 
Table 5 above gives the following statistical demographic indications: 
1) With respect to Gender:  
Table 5 indicates that the total representation of male respondents among online Jordanian customers is 408 (60%) 
and female total representation is 272(40%). The logical explanation for this tendency is that, the employment rate 
is higher among male online Jordanian customers as compared to females' employment. The reflection of this on 
results shows that both males and females have increased tendency to do their shopping online. Nevertheless, 
males have an edge over female online customers in that, males have the responsibility of allocating incomes a 
cross their various needs which in turn tend to spare more money for online shopping.  
2) With respect to Age: 
Table 5 indicates that young aged groups up to the age of 40 years (76.46) are the dominant online buyers. The 
logical explanation for this tendency is that, the majority of Jordan's population fall within the young category. 
Such group perceive online shopping as modern, style, easy and affordable compared to conventional or traditional 
shopping. 
3) With respect to Educational Level: 
Table 5 indicates that the dominant respondent groups are holders of higher education degrees and in particular 
hold bachelor degrees 172(25.29). The logical explanation for this tendency is that, the majority of Jordan's 
population are highly literate and highly educated. Such group tend to be exposed to modern technologies, which 
enables them to do their shopping online. 
4) With respect to Occupation Status: 
Table 5 indicates that the dominant respondent groups are private sector employees 196(28.82). The logical 
explanation for this tendency is that, government sector employment is no longer attractive to career searchers. In 
addition, income in private sector employment is slightly higher compared to public sector. In general, higher 
income groups tend to make more allowance for online shopping. 
5) With respect to Residential  Area: 
Table 5 indicates that the dominant respondent groups are residents in   
Urban area 210(30.88).  The logical explanation for this tendency is that most population of Jordan have benefited 
from cities development and modernization and tend to live in bigger cities. Crowding and time constraints of 
living in big cities set good ground for online shopping.        
6) With respect to Annual Income :  
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Table 5 indicates that the dominant respondent groups 156 (22. 94)  earn about 3000  to 4999 JD per year and high 
income earners are the least in numbers with representation of 73(10.75). Income distribution given is a fair 
reflection of the state of economy that currently prevails in Jordan. Research findings shows that as level of income 
increases then standard of living improves and consequently people tend to experience noticeable changes in their 
shopping behavior and habits; therefore, tend to shop online.  
 
 With respect to Computer Literacy Level :  
Table 5 indicates that the dominant respondent groups have intermediate computer literacy level 181(26.61). The 
logical explanation for this tendency is that most population of Jordan have recently experienced computer 
ownership and hence have intermediate skills in it. Availability of personal computers motivated more people to 
get involved in online shopping. 
7) With respect to Internet Accessibility:  
Table 5 indicates that the dominant respondent groups have internet at home 296(43.52). High accessibility of 
internet at low cost encouraged more people to navigate various websites for better offers or dealings as compared 
to conventional methods of shopping.  
8) With respect to (weekly) Internet Usage:  
Table 5 indicates that the dominant respondent groups spend more than 21 hours 312(45.89) per week on internet. 
The logical explanation for this tendency is that the majority of population of Jordan are young and consider using 
the internet as youngish and stylish daily activity. Besides that, high accessibility of internet at low cost encouraged 
people to stay tuned to the internet for more social media contacts and doing shopping around websites. 
9) With respect to Online Shopping Experience : 
Table 5 indicates that the dominant respondent groups have considerable experience in shopping around various 
websites 3 to 4 years 218(32.06). The logical explanations for this tendency is that a good proportion of the 
population of Jordan have experienced  a good increase in their income; high accessibility of internet at low cost; 
better internet offers or dealings and changes in shopping behavior and habits; therefore tend to shop online.   
The statistical demographic indications mentioned above provide solid lines on how online shopping is perceived 
in the e-environment. There is a positive customer's perception towards online shopping. This finding is highly 
supported by the empirical findings of recent research studies like (Ranjbarian  et al., 2012), (Astuti et al., 2013) 
and (Madad et al., 2017).  
 
12.2. Reliability Analyses 
This part presents the background information of the respondents; findings of the analysis are based on the 
objectives of the study that identifies the impact of the independent variables such as: customer service quality, 
system quality, information quality, security &privacy quality, website quality, convenience quality, economic 
value quality and empathy quality on the dependent variables that include customers satisfaction and customers 
loyalty. The study targeted a sample size of 1000 respondents and from which 680 questionnaires were considered 
as relevant for statistical analysis reaching a response rate of 68%. This response rate was satisfactory to make 
conclusions on the effect of customer service quality, system quality, information quality, security &privacy 
quality, website quality, convenience quality, economic value quality and empathy quality on customer's 
satisfaction and customer's loyalty. After that, the responses of respondents were scored and the reliability of the 
tool was determined using Cronbach’s Alpha. Accordingly, when reliability values of questionnaire items are more 
than alpha value then it indicate that the scale can be considered consistent, sound and reliable. For the sake of 
internal consistency, soundness and reliability, SPSS (version 16) was used to carry out reliability analysis. 
Cronbach's Alpha reliability analysis are shown in Table (6).   
 
Table (6): Reliability Analysis 
SN Constructs Number of items Cronbach's Alpha 
1 Customer Service Quality 05 0.860 
2 System Quality 10 0.882 
3 Information Quality 06 0.872 
4 Security &Privacy Quality 04 0.880 
5 Website Quality 05 0.862 
6 Convenience Quality 05 0.864 
7 Economic Value Quality 03 0.869 
8 Empathy Quality 04 0.882 
9 Customers Satisfaction 01 0.890 
10 Customers Loyalty 01 0,856 
11 The entire Questionnaire 44 0.864 
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In general, higher alpha values shows a more reliable generated scale. According to (Cooper and Shindler, 2007) 
0.70 is an acceptable reliability coefficient. In table (6), the reliability values of the stated variables ( ranges from 
0.856 to 0.890) are greater than the prescribed threshold value of ( ∝=0.70) and in comparison  Cronbach's Alpha 
values are compatible to reliability test of the conducted pilot study with Cronbach's Alpha value (∝=0. 828); 
hence, the scale is said to be sound and reliable. 
 
12.3. Validity Analyses 
Factor analysis were carried out before inferential analysis of the results on  customer service quality, system 
quality, information quality, security &privacy quality, website quality, convenience quality, economic value 
quality and empathy quality as the independent variables and customers satisfaction and customers loyalty as the 
dependent variables. The purpose of such analysis is to describe variability between the observed theme and check 
for any correlated variables with the aim of reducing data that was found redundant. For the forty four items 
analyzed as shown on table 7 all items scored more than 0.3 which is the minimum requirement for inclusion of 
variables into the final model as recommended by  (Hair et al.,2010). In line with this recommendation, any item 
not scoring above 0.3 should be dropped from the model and not further analyzed. By application, no item was 
declared redundant and therefore all items retained in the model and were further analyzed. Factor analysis are 
shown in table (7). 
 
Table (7): Factor Analysis on customer service quality, system quality, information quality, security 
&privacy quality, website quality, convenience quality, economic value quality and empathy quality on 
customer's satisfaction and customer's loyalty 
Variables Measures Items  













0.831 0.851 0.811 0.840 1 
0.850 0.823 0.830 0.820 2 
0.845 0.838 0.840 0.810 3 
0.844 0.833 0.830 0.830 4 
-- 0.810 0.810 0. 810 5 
-- 0.830 0.819 -- 6 
-- -- 0.820 -- 7 
-- -- 0.820 -- 8 
-- -- 0.800 -- 9 
-- -- 0.812 -- 10 












0.841 0.820 0.860 0.850 1 
0.840 0.834 0.825 0.835 2 
0.865 0.832 0.862 0.822 3 
0.824   0.837 0.830 4 
  0. 849 0. 819 5 










-- -- 0839 0847 1 
 
12.4. Descriptive Statistics 
Descriptive Statistics in the forms of means and standard deviations for all variables and responses were computed. 
The computed means signifies levels of agreeableness and disagreeableness of the respondents. Whereas the values 
of standard deviations serve as fundamental measures of variability. Computations of means and standard 
deviations are shown in table (8).  
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Table (8): Rates of on Customer Service Quality, System Quality, Information Quality, Security &Privacy 
Quality, Website Quality, Convenience Quality, Economic Value Quality and Empathy Quality on 
Customers Satisfaction and Customers Loyalty 
Customer Service Quality System Quality 
 


















System Availability 4.12 0.76 
Speed of Response 4.13 0.78 Accessibility 4.04 0.73 
Fulfillment   
( Completion Of Service) 
4.52 0.81 Functionality 4.53 0.82 
Prompt Delivery 4.69 0.83 Efficiency 4.18 0.77 
Assurance 3.98 0.72 Infrastructure 3.99 0.72 
 Accountability 3.97 0.71 
Creditability 3.65 0.73 
Competitiveness 4.07 0.77 
Courtesy 4.11 0,75 
Competence  4. 02 0.78 
Information Quality 
 
Security & Privacy Quality 
Section Description Mean SD Section Description Mean SD 








Safety of the Website 4.89 0.86 
Information Content 4.01 0.74 Customers' Protection 4.25 0.79 
Information Availability 4.19 0.76 Online Trust 3.99 0.78 
Information  Adequacy 4.37 0.79 Transactional Security 3.97 0.76 
Information Honesty 4.32 0.80    








Aesthetic Design 4.01 0.73  
 
 
Attentiveness 4.72 0.81 
Customization 4.43 0.81 Responsiveness 4.63 0.83 
Enjoyment 4.65 0.79 Ease of use 4.23 0.75 
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Interactivity 4.17 0.76 7 Innovativeness 4.33 0.74 
Content 4.14 0.71 Customer Technical 
Support. 
4.12 0.73 
 Economic Value Quality  
 
Empathy Quality 












Compensation 4.23 0.78 Personalization 4.32 0.81 
Cost of Service 4.68 0.83 E-communication 4.19 0.78 
 Effective Feedback 
Management    
4.07 0.74 
Customers Satisfaction Customers Loyalty 
 
Section Description Mean SD Section Description Mean SD 
10 Customers  
Satisfaction 
4.12 0.79 11 Customers  
Loyalty 
4.09 0.76 
Table(8) shows all ranking of respondent's answers concerning the impact of customer service quality, system 
quality, information quality, security &privacy quality, website quality, convenience quality, economic value 
quality and empathy quality as the independent variables and customers satisfaction and customers loyalty as the 
dependent variables. The" independent variable "customer service quality" has means that ranges from (3.98-4.69) 
and standard deviation that ranges from (0.72-0.83). These statistics show that most respondents agree on the 
statement that customer service quality has impact on customer's satisfaction and customer's loyalty. The 
independent variable "system quality" has means that ranges from (3.65-4.53) and standard deviation that ranges 
from (0.71-0.82). These statistics show that most respondents agree on the statement that system quality has impact 
on customer's satisfaction and customer's loyalty. The independent variable "information quality" has means that 
ranges from (4.01-4.79) and standard deviation that ranges from (0.74-0.84). These statistics show that most 
respondents agree on the statement that information quality has impact on customer's satisfaction and customer's 
loyalty. The independent variable "security &privacy quality" has mean that ranges from (3.97-4.89) and standard 
deviation that ranges from (0.76-0.86). These statistics show that most respondents agree on the statement that 
security &privacy quality has impact on customer's satisfaction and customer's loyalty. The independent variable 
"website quality" has means that ranges from (4.01-4.65) and standard deviation that ranges from (0.71-0.81). 
These statistics show that most respondents agree on the statement that website quality has impact on customer's 
satisfaction and customer's loyalty. The independent variable "convenience quality" has means that ranges from 
(4.12-4.72) and standard deviation that ranges from (0.73-0.83). These statistics show that most respondents agree 
on the statement that convenience quality has impact on customer's satisfaction and customer's loyalty.  
The independent variable "economic value quality" has means that ranges from (4.11-4.68) and standard deviation 
that ranges from (0.76-0.83). These statistics show that most respondents agree on the statement that economic 
value quality has impact on customer's satisfaction and customer's loyalty. The independent variable "empathy 
quality" has means that ranges from (4.01-4.32) and standard deviation that ranges from (0.71-0.81). These 
statistics show that most respondents agree on the statement that empathy quality has impact on customer's 
satisfaction and customer's loyalty. The dependent variable "customer satisfaction" has a mean of (4.35) and a 
standard deviation of (0.79). These statistics show that most respondents agree on the statement that customer 
satisfaction is highly influenced by all independent variables mentioned in the study. Finally, the dependent 
variable "customer loyalty" has a mean of (4.18) and a standard deviation of (0.76). These statistics show that most 
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respondents agree on the statement that customer's satisfaction is influenced by all independent variables 
mentioned in the study and customer's loyalty is influenced by customer's satisfaction   
Descriptive Statistics in the form of overall means and overall standard deviations for the independent and 
dependent variables for respondents were computed and presented in table(8). 
Table (9): Over all means and standard deviations for Customer Service Quality, System Quality, 
Information Quality, Security &Privacy Quality, Website Quality, Convenience Quality, Economic Value 
Quality and Empathy Quality on Customers Satisfaction and Customers Loyalty Satisfaction and 
Customers Loyalty 
Variables Means Standard Deviations 
 
Customer Service Quality 4.298 0.776 
System Quality 4.080 0.745 
Information Quality 4.379 0.788 
Security &Privacy Quality 4.247 0.765 
Website Quality 4.236 0.758 
Convenience Quality 4.314 0.761 
Economic Value Quality 4.356 0.774 
Empathy Quality 4.182 0.760 
Customers Satisfaction 4.120 0.790 
Customers Loyalty 4.090 0.762 
Table (9) above shows that the overall means for all variables ranged from a low value of 4.080 a high value of 
4.379. Results of descriptive statistics reveal that the impact of customer service quality, system quality, 
information quality, security &privacy quality, website quality, convenience quality, economic value quality and 
empathy quality on customer's satisfaction and customer's loyalty is considerable.  
Table (9) reveals that, the means for all independent variables are relatively high, and are above the mean value of 
first dependent variable (customer's satisfaction). Expressed in figures 4.298, 4.080, 4.379 , 4.247, 4.236, 4.314, 
4.356, and 4.182 >4.120 ; this indicates that customer's satisfaction is influenced by customer service quality, 
system quality, information quality, security &privacy quality, website quality, convenience quality, economic 
value quality and empathy quality . The same statement is true for the second dependent variable. The means for 
all independent variables customer service quality, system quality, information quality, security &privacy quality, 
website quality, convenience quality, economic value quality and empathy quality are relatively high, and are a 
above the overall mean value of second dependent variable (customer's loyalty); expressed in figures 4.298, 4.080, 
4.379 , 4.247, 4.236, 4.314, 4.356, and 4.182 >4.090 this indicates, that customer's loyalty is influenced by 
customer service quality, system quality, information quality, security &privacy quality, website quality, 
convenience quality, economic value quality, empathy quality and customers satisfaction. 
 
12.5. Inferential Statistics 
12.5 (a). Pearson Correlation Coefficients 
Pearson's correlation coefficient (r) is a measure of the strength of the association between set of variables. 
Research studies normally include several variables; beyond knowing the means and standard deviations of the 
dependent and independent variables, the researcher would often like to know how one variable relates to another. 
Statistically, correlation ranges between -1.0 and+1.0. Furthermore, the researcher needs to know if correlation 
exists between variables is significant or not (i.e.; if it has occurred solely by chance or if there is a high probability 
of its actual existence). In social sciences research both significance levels of p=0.01 and p=0.05 are generally 
accepted conventional levels. This indicates that 99 and 95 times out of 100, the researcher can be sure that there 
is a true or significant correlation between the variables and there is only 1% or 5% chances that the relationship 
does not truly exist. The correlation matrix between dependent and independent variables are exhibited in table 
(10).  
  
European Journal of Business and Management                                                                                                                               www.iiste.org 
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) DOI: 10.7176/EJBM 
Vol.11, No.12, 2019 
 
222 
Table (10): Correlation Matrix for all variables involved * 
Variables 
Coding 
1 2 3 4 5 6 7 8 9 10 
1 1.000          
2 0.668 1.000         
3 0.642 0.634 1.000        
4 0.626 0.603 0.621 1.000       
5 0.597 0.599 0.596 0.633 1.000      
6 0.588 0.606 0.613 0.609 0.618 1.000     
7 0.611 0.632 0.622  0.637 0.625 0.596 1.000    
8 0.652 0.631 0.614 0.620 0.648 0.618 0.645 1.000   
9 0.603 0.612 0.622 0.637 0.637 0.589 0.593 0.626 1.000  
10 0.592 0.602 0.614 0.628 0.622 0.578 0.566 0.578 0.589 1.000 
*Note: Coding of Variables include: 
 (1= Customers Satisfaction, 2=Customers Loyalty, 3=Customer Service Quality, 4=System Quality, 5= 
Information Quality, 6= Security &Privacy Quality, 7= Website Quality, 8= Convenience Quality, 9= Economic 
Value Quality, 10= Empathy Quality)  
Table 10 above depicted positive correlation between the independent variables and the dependent variables 
referred to in this study. Results indicate that, correlation exists between customer service quality, system quality, 
information quality, security &privacy quality, website quality, convenience quality, economic value quality and 
empathy quality and customer's satisfaction and customer's loyalty. Correlation range is between 0.688 to 0.588. 
Highest to lowest positive correlation in this study were depicted between customer service quality, system quality, 
information quality, security and privacy quality, website quality, convenience quality, economic value quality 
and empathy quality and customers satisfaction. (In numbers r =0.688, 0.652, 0.642, 0.626, 0.611, 0.603, 0.597, 
0.592, 0.588, p<0.01). In other words, the results indicate that all these variables have significant correlation with 
customer's satisfaction.  In addition, there exists correlation between customer service quality, system quality, 
information quality, security &privacy quality, website quality, convenience quality, economic value quality and 
empathy quality and customers loyalty. Correlation range is 0.634 to 0.599.  Highest to lowest positive correlation 
in this study were depicted between  customer service quality, system quality, information quality, security 
&privacy quality, website quality, convenience quality, economic value quality and empathy quality and customers 
loyalty ( In numbers r =0.634, 0.632, 0.631, 0.612, 0.606, 0.603,0.602,0.599 p<0.01). In other words, the results 
indicate that all these variables have significant correlation with customer's loyalty. 
 
Table (11): Coefficients for Customer Service Quality, System Quality, Information Quality, Security 
&Privacy Quality, Website Quality, Convenience Quality, Economic Value Quality and Empathy Quality 






Beta Std. Error Beta 
Constant 0.342 0.043 0.492 3.166 0.006 
Customer Service Quality 0.532 0.039 0.526 4.283 0.033 
System Quality 0.511 0.041 0.504 4.122 0.041 
Information Quality 0.493 0.040 0.506 4.144 0.031 
Security & Privacy Quality 0.488 0.042 0.473 3.821 0.040 
Website Quality 0.511 0.039 0,513 4.208 0.042 
Convenience Quality 0.544 0.041 0.510 4.187 0.046 
Economic Value Quality 0.499 0.041 0.503 4.110 0.042 
Empathy Quality 0.418 0.042 0.468 3.917 0.029 
 
Table 11 above shows the exact relationship between customer service quality, system quality, information quality, 
security &privacy quality, website quality, convenience quality, and economic value quality and empathy quality 
and customers satisfaction. The results depict that customer's satisfaction is 0.342. A unit modification in customer 
service quality would affect customer's satisfaction by 0.532. A unit improvement in system quality would affect 
customer's satisfaction by 0.511. A unit increase in information quality would affect customer's satisfaction by 
0.493. A unit alteration of security &privacy quality would affect customer's satisfaction by 0.488. A unit upgrade 
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of website quality would affect customer's satisfaction by 0.4511. A unit change of convenience quality would 
affect customer's satisfaction by 0.544. A unit modification of economic value quality would affect customer's 
satisfaction by 0.499.  Finally, a unit improvement in empathy quality would affect customer's satisfaction by 
0.418. Convenience quality has the greatest impact on customer's satisfaction. While the empathy quality has the 
lowest impact on customer's satisfaction. At 5% level of significance and 95% level of confidence, customer 
service quality had 0.033 level of significance. System quality had 0.041 level of significance. Information quality 
had 0.031 level of significance. Security &privacy quality had 0.040 level of significance. Website quality had 
0.042 level of significance. Convenience quality had 0.046 level of significance. Economic value quality had 0.042 
level of significance. Finally, Empathy quality had 0.029 level of significance. The above sequence reflects the 
most significant e-qualities. Hence, all variables found significant and had positive impact on customer's 
satisfaction.  
Table (12): Coefficients for Customer Service Quality, System Quality, Information Quality, Security 
&Privacy Quality, Website Quality, Convenience Quality, Economic Value Quality and Empathy Quality 






Beta Std. Error Beta 
Constant 0.329 0.042 0.463 3.128 0.004 
Customer Service Quality 0.512 0.040 0.521 4.275 0.045 
System Quality 0.502 0.044 0.509 4.172 0.032 
Information Quality 0.484 0.039 0.503 4.110 0.042 
Security & Privacy Quality 0.438 0.041 0.493 3.964 0.043 
Website Quality 0.427 0.042 0,507 4.166 0.041 
Convenience Quality 0.532 0.041 0.516 4.199 0.036 
Economic Value Quality 0.501 0.039 0.511 4.183 0.044 
Empathy Quality 0.416 0.040 0.487 3.812 0.030 
 
Table 12 above shows the exact relationship between customer service quality, system quality, information quality, 
security &privacy quality, website quality, convenience quality, and economic value quality and empathy quality 
and customers loyalty. The results depict that customer's loyalty is 0.329. A unit modification in customer service 
quality would affect customer's loyalty by 0.512. A unit improvement in system quality would affect customer's 
loyalty by 0.502. A unit increase in information quality would affect customer's loyalty by 0.484. A unit alteration 
of security &privacy quality would affect customer's loyalty by 0.438. A unit upgrade of website quality would 
affect customer's loyalty by 0.427. A unit change of convenience quality would affect customer's loyalty by 0.532. 
A unit modification of economic value quality would affect customer's loyalty by 0.532.  Finally, a unit 
improvement in empathy quality would affect customer's loyalty by 0.416. Convenience quality has the greatest 
impact on customer's loyalty. While the empathy quality has the lowest impact on customer's loyalty. At 5% level 
of significance and 95% level of confidence, customer service quality had 0.045 level of significance. System 
quality had 0.032 level of significance. Information quality had 0.042 level of significance. Security &privacy 
quality had 0.043 level of significance. Website quality had 0.041 level of significance. Convenience quality had 
0.036 level of significance. Economic value quality had 0.044 level of significance. Finally, Empathy quality had 
0.030 level of significance. The above sequence reflects the most significant e-qualities. Hence, all variables found 
significant and had positive impact on customer's loyalty.  
12.5(a). Regression Analysis (Hypothesis Testing) 
 Regression analysis is a standard statistical procedure used for estimating the strength of relationships amongst 
the independent and the dependent variables (Lane, 2017). Linear regression model is used for testing the above-
mentioned hypothesis 
12.5.a.1.Customer Service Quality, System Quality, Information Quality, Security &Privacy Quality, 
Website Quality, Convenience Quality, Economic Value Quality and Empathy Quality on Customers 
Satisfaction 
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Table (13):  Model Summary for Customer Service Quality, System Quality, Information Quality, 
Security &Privacy Quality, Website Quality, Convenience Quality, Economic Value Quality and Empathy 
Quality on Customers Satisfaction 
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Note: The beta column indicates the value of standardized regression coefficient. Beta represents the effect that 
standard deviation difference in the independent variable would have on the dependent variable in standard 
deviation (the standardized scores of the dependent variable). 
  
Table 13 has deflected the following regression analysis as per models (1-8): 
Models (1-8): The values of R Square implies that (41%,40% ,35%,34%,35% and 40%,37%,35%) variations in 
the dependent variable customer's satisfaction is because of independent variables influence (customer service 
quality, system quality, information quality, security &privacy quality, website quality, convenience quality, 
economic value quality and empathy quality). The following set of F values (18.332, 18. 808, 18.108, 17.667, 
17.728, 18.283, 18.116, and16.492) implies that, the model possess significant overall strength. This ensures the 
correctness of models (1-8). Based on Beta coefficients the models implies that (customer service quality, system 
quality, information quality, security &privacy quality, website quality, convenience quality, economic value 
quality and empathy quality) cause (53%, 54%, 49%, 43%, 46%, 54%,53% and 41% ) positive variations in 
customer's satisfaction  and t values (6.423, 6. 129 , 6.182 , 5.867, 5.933,4.137, 6.113and 5.752 with p<0.001). So 
H0s(1-8) which declares that "there is no significance impact of customer service quality, system quality, 
information quality, security and privacy quality, website quality, convenience quality, economic value quality 
and empathy quality " are rejected and H1s(1-8) which declares that "there is a significance impact of customer 
service quality, system quality, information quality, security &privacy quality, website quality, convenience 
quality, economic value quality and empathy quality " are accepted. 
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12.5.a.2.Customer Service Quality, System Quality, Information Quality, Security &Privacy Quality, 
Website Quality, Convenience Quality, Economic Value Quality and Empathy Quality on Customer's 
loyalty 
Table (14):  Model Summary for Customer Service Quality, System Quality, Information Quality, 
Security &Privacy Quality, Website Quality, Convenience Quality, Economic Value Quality and Empathy 
Quality on Customer's loyalty 
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Note: The beta column indicates the value of standardized regression coefficient. Beta represents the effect that 
standard deviation difference in the independent variable would have on the dependent variable in standard deviation 
(the standardized scores of the dependent variable). 
Table 14 has deflected the following regression analysis as per models (9-16): 
Models (9-16):The values of R Square implies that (40%,38% ,38%,36%,37% and 39%,36%,35%) variations in 
the dependent variable customer's loyalty is because of the independent variables influence (customer service 
quality, system quality, information quality, security &privacy quality, website quality, convenience quality, 
economic value quality and empathy quality). The following set of F values (18.421, 17.223, 18.440, 16.942, 
17.650, 18.378, 18.443, and16.531) implies that, the model possess significant overall strength. This ensures the 
correctness of models (9-16). Based on Beta coefficients the models implies that (customer service quality, system 
quality, information quality, security &privacy quality, website quality, convenience quality, economic value 
quality and empathy quality) cause (51%, 46%, 44%, 41%, 46%, 52%,50% and 42% ) positive variations in 
customer's loyalty  and t values (6.820, 5. 461  , 6.186, 5.572 , 5.653, 6.410 , 6.213 and 5.447 with p<0.001). So 
H0s(9-16) which declares that "there is no significance impact of customer service quality, system quality, 
information quality, security and privacy quality, website quality, convenience quality, economic value quality 
and empathy quality " are rejected and H1s(9-16) which declares that "there is a significance impact of customer 
service quality, system quality, information quality, security &privacy quality, website quality, convenience 
quality, economic value quality and empathy quality " are accepted. 
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13. RESEARCH FINDINGS 
13. (1). Discussion of Findings 
The overall purpose of this research was to assess the impact of customer service quality, system quality, 
information quality, security &privacy quality, website quality, convenience quality, economic value quality and 
empathy quality on customer's satisfaction and customer's loyalty. Most of the respondents through their answers 
confirmed that customer service quality, system quality, information quality, security &privacy quality, website 
quality, convenience quality, economic value quality and empathy quality have impact on customer's satisfaction 
and customer's loyalty. General research on the topic confirmed that most demographic factors are of considerable 
importance. Such research had shown tendency of respondents to shop online. However, demographic factors 
weight of importance is not the same for all listed factors especially gender which came parallel to many research 
that confirmed the unequal presentation of males and females. In line with this is finding is the findings of (Mada 
et al., 2017) summarized that male respondents were recorded high score as compared to female respondents. 
Therefore, equal representation of males and female respondents opens more opportunities for future research. 
Furthermore, findings of recent published research is consistent with current  study in that demographic profile 
plays a significant role in any service sector and online sector is no exception  ( Sundaram et al., 2017) .  Descriptive 
statistics in the form of means, standard deviation and percentages and cumulative percentages provide evidence 
that respondent's demographic profile and customer service quality, system quality, information quality, security 
&privacy quality, website quality, convenience quality, economic value quality and empathy quality have impact 
on customer's satisfaction and customer's loyalty. Inferential statistics, on the other hand generated tabulated 
statistics that shows the results of correlations, coefficients and regressions on the data collected from 680 
respondents through valid returned questionnaires. After applying the linear regression on the collected data to 
check the cause and  possible effect of relationship between customer service quality, system quality, information 
quality, security &privacy quality, website quality, convenience quality, economic value quality and empathy 
quality  (the independent variables) and customer's satisfaction and customer's loyalty  (the dependent variables) 
the above mentioned results have been drawn. The probability of f-statistic shows the significance level of the 
research. According to standard practice, if p value is < 0.05 so then it is significant. In this study the above given 
tables demonstrates the p value is 0.000 which is < 0.05 thus the model of the research is statistically significant. 
Therefore, the independent variables of the study have significant relationship with dependent variables of the 
study. Finally, the standardized values in the tables above clearly illustrate that listed qualities such as customer 
service quality, system quality, information quality, security &privacy quality, website quality, convenience 
quality, economic value quality have positive impact on customer's satisfaction and customer's loyalty.    
Supportive evidence comes from many service quality research papers that studied the impact of service quality 
dimensions online customers. One of which is (Alam et al., 2008). This research demonstrated that service quality 
dimensions positively affected the customer's satisfaction and customer's loyalty. Current research findings are 
consistent to (Chen, 2006) conclusions in that, service qualities and overall customer's satisfaction have positive 
significant relationship. Further support comes from  ( Kitapci  et al.,2014) empirical findings that service qualities 
like empathy and reliability play important role in enhancing customers satisfaction in  various online service 
industries. Confirmation to present findings was clearly stated in (Jiyoung et al., 2009). In this study, the results 
show that website qualities especially website design has strong influence on e- satisfaction. Furthermore, the 
initial expectation regarding the effect of security and privacy on satisfaction came true.   A noticeable support is 
found in the study of (Ganguli et al., 2011). Their study showed positive significant effect of security and privacy 
on customer's satisfaction and loyalty. Information quality dimension prevailed in most research studies on online 
businesses. The present study findings on information quality is no different from other studies. Hence this finding 
is consistent with (Than and Grandon, 2002) in which they identified a strong customers concern regarding 
information qualities like availability and handling of information. Consistent with a previous study (Zhu et al., 
2002), this study found a positive relationship among overall service quality and customers satisfaction and loyalty. 
An additional support comes from (DeLone and McLean, 2003); here information quality, system quality, and 
service quality are the three primary contributors to user satisfaction about information systems. Findings of 
current study supports previous research (Mustafa, 2011), (Ghane, 2011), (Flavian et al., 2006) in the following 
aspects:  ease of use, information content, customer quality, and transaction and delivery process are factors that 
have strong influence on online customer's satisfaction. Finding of this study shows strong impact of economic 
value quality dimensions on customer's satisfaction and customer's loyalty. Elements of economic value quality 
included fees, costs of service and so on. Prior research (Siriluck and Speece, 2003) has empirically found positive 
relationship between "fees and costs of service" and customer's satisfaction. 
In contrast others studies provided evidence that not all e-service qualities are significant predictors of overall 
service quality and customer satisfaction. For example (Lee and Lin, 2005) revealed that website design and its 
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general outlook had only a minor effect on overall service quality and customer satisfaction. Another study (Than 
and Grandon, 2002) concluded that the demission of personalization is not a significant predictor of overall service 
quality and customer satisfaction for online stores. (Robinson  et al.,2005) is an interesting study, it concluded that 
customers perceive online shopping as a common practice and is no longer see it as innovative technology, hence 
has no effect on customer satisfaction. In consistent to present study findings (Liu et al., 2008) found that, there 
was no significant relationship between security and privacy on line trust and satisfaction. Finally, although some 
dimensions of e-service qualities were regarded as "less important" or have "less impact" on customer's satisfaction 
their role should not be underestimated or ignored.  
13. (2). Practical implications of the study 
E-businesses are gradually replacing the traditional businesses. The way of conducting e-businesses is different in 
that customers do not have direct contact with the product or service. In the e-environment customers, assessment 
of the product or service is usually based on the general descriptions given to them on the web pages. This study 
offered comprehensive and combined approach of all constructs influencing customer's satisfaction and customer's 
loyalty. Findings of this study indicate that all of these constructs have differential impacts on customer's 
satisfaction and customer's loyalty. Hence, the following managerial implications should be highly adhered to.  
First, to further improve e-service qualities management priorities need to coincide with customers perceptions. 
Harmony between management priorities and customers perceptions leads to accurate balancing of constructs 
away from over or underestimation. In this respect complete, accurate, well-set and accessible information should 
be given to customers to help them to logically visualize and evaluate online offers. Secondly, Managers should 
place great emphasis not only on website design but also on website perfect functioning. Customers' perceptions 
regarding website tools and technologies that facilitates "website perfect functioning" should not be 
underestimated. Thirdly, e-service providers should develop effective and practical marketing strategies. Such 
strategies should address the following e- service issues: trustworthy, reliability, responsiveness, security and 
privacy. Findings of this study confirmed that these issues enhances customer's satisfaction. Fourthly, the proposed 
combination of dimensions under eight headings allow both practicing managers and customers to better 
understand the complex nature of the e-environment and consequently react correctly to internet shopping 
procedures. Fifthly, online service providers should concentrate on all stages of online purchase. Starting from 
creating positive impressions to the stage of purchasing the product or service. To facilitate these providers need 
to create safe online environment, protect customers' privacy, guarantee financial security and confirm payment 
system. Finally, the model developed in this study shows that online customers evaluate the quality of e-service 
through eight qualities including customer service quality, system quality, information quality, security &privacy 
quality, website quality, convenience quality, economic value quality and empathy quality. Practicing managers 
and decision makers should place great emphasizes on these eight qualities to provide e-service with high-level 
quality at the same time guarantee more customer satisfaction and loyalty. 
 
13. (3). Conclusions 
Findings of this research work and the empirical findings of large number of reviewed research papers revealed 
that, online shopping tendency is high all over the world facilitated by rapid internet technology. The researcher 
emphasized that nearly all demographic characteristics are important determinants of tendency towards online 
shopping. Moreover, findings of this research showed that customer service quality, system quality, information 
quality, security &privacy quality, website quality, convenience quality, economic value quality and empathy 
quality have differential significant impact on customer's satisfaction and customer's loyalty. The researcher 
concluded that e-service providers considering entering into this highly competitive market segment need to adopt 
effective e-marketing strategies, introduce modern and attractive websites, improve their overall e-services, act & 
react quickly to e-market needs and e-consumer taste changes, innovate new logistical services. Alignment and 
continuous improvements of these e-qualities will certainly lead to noticeable increase in customers' satisfaction, 
customer's loyalty and hence sustaining their businesses. 
 
13. (4). Recommendations 
Based on the findings of this study, the following list of recommendations is given: 
1. E-service providers should concentrate more on online customers because the tendency of online 
shopping and purchasing is continuously increasing. 
2. E-service providers should create more innovative and intelligent websites. Such websites should be 
reachable and easy to use. 
3. E-service providers should place great emphasis on other important  attributes such as consistency of 
performance, dependability, function ability and reliability as these attributes have an impact on 
customers' satisfaction, customer's loyalty 
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4. E-service providers should aim to gain more trust by deepening the quality of information provided to 
online customers. This information should covers all stages of the purchasing decision making process. 
In this instance, management should work closely with customers to introduce systems that best meet 
customers' wants and needs at the same time resolve rising problems. 
5. E-service providers should create e-shopping systems that highly preserve the issues of security and 
privacy. Here practical mechanisms of transactions security, acknowledgement, notification, and 
confirmations can highly enhance the debatable issues of security and privacy.    
6. E-service providers should consciously measure customers' satisfaction and customer's loyalty 
regarding the selection of alternative internet offers, delivery times and so on.  
7. E-service providers should regularly evaluate customers' feedback and provide corrective actions in an 
attempt to keep present customers and attract new ones. 
8. E-service providers should use all forms of social media to communicate with online customers. Such 
communication can be used to speed up online business transactions.     
 
14. LIMITATIONS OF THE STUDY 
Similar to research of this nature, this study has the following prominent limitations: Firstly, the measurement of 
study variables and their effect on are based on respondents' perceptions and attitudes while filling the 
questionnaires. Thus, errors might exist in the data set. Secondly, the study was conducted only in Jordan. This 
study concentrated on consumers' characteristics for those respondents living in Jordan, therefore, in terms of 
spread, numbers, behavior and characteristics, respondents in other countries may react differently to the same 
questions, hence concluding with different results; Thus, the present findings cannot be generalized to other 
nations. Furthermore, illiterate people were not selected making the sample less representative of the entire 
population of Jordan. Thirdly, despite the fact that the literature search was extensive, potentially valuable studies 
may not have been included, looked at and hence, the selection of literature sources may have some elements of 
bias and subjectivity. Fourthly, the sample size is relatively small for this debatable kind of study this is due to 
time, resources and willingness to respond constraints. Regarding the willingness to respond the researcher assured 
respondents that the confidentiality of the information provided will be maintained and such information will only 
be used for the study purpose. Fifthly, the study used only quantitative approach to find answer to questions 
through analysis of quantitative data, i.e., the data shown in figures and numbers. Qualitative research methodology 
on the other hand can help researchers approach fieldwork without being constrained by any predetermined 
categories of analysis, i.e. qualitative research carries the uniqueness because it does not give conclusions in 
advance; therefore, qualitative research could be used in foreseeable future research. Finally, it should be noted 
that the study investigated e- service quality in general terms rather than a specific e-business sector.  
14. FUTURE RESEARCH DIRECTIONS 
This study has confirmed the positive impact of customer service quality, system quality, information quality, 
security &privacy quality, website quality, convenience quality, economic value quality and empathy quality on 
customers' satisfaction and customer's loyalty. However, researchers are highly encouraged to conduct studies on 
each independent variable to produce more specific and applicable conclusions on the field of online shopping. 
There is scope to conduct comparative studies across other parts of the world or at least across regional countries 
in the Middle East. Finally, the researcher recommends the expansion of foreseeable future research in other 
domains of the e-service.  
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